Based on a statistical analysis of 91 celebrity-endorsed charities in the People's Republic of China, this paper challenges the popular assumption that celebrity involvement with not-forprofit organisations attracts extensive media coverage. Although China is the largest media market in the world, previous studies of celebrity philanthropy have been conducted almost exclusively in a Western context. Such studies argue passionately for and against the role that celebrities can play in attracting attention to humanitarian causes, focusing on the activities of Western celebrities, corporations and consumers as essential or problematic promoters and providers of aid to people in developing countries. We show that -in China, at least -most of this debate is overblown. Rather than arguing in favour of or against celebrity philanthropy, we provide statistical results suggesting that celebrity endorsement has very little impact on press coverage of charities.
Introduction
Celebrity activism is an ever-growing, internationally visible phenomenon-yet the impact of these high-profile humanitarians on public awareness, government support, and mobilization of resources remains under-researched. 1 There has been a proliferation of celebrity within development publicity, media events and representations, which has received little attention from development scholars. Brockington concludes that the growing links between charities and the celebrity industry require greater scrutiny, being related to corporate interest in celebrity. 21 Interviews with relevant professionals in international non-governmental organisations (NGOs) indicate that corporate sponsors are interested in charities that have celebrity connections for two key reasons. First, they value the potential for enhanced corporate branding by virtue of their association with a good cause and a celebrity. 22 Second, many corporate elites apparently 'enjoy meeting publicly desirable figures in person '. 23 This suggests a reorientating of the philanthropic and corporate sector towards the celebrity sector for economic reasons, involving mediatised branding, and for reasons relating to (elite) affect.
Sociologist Linsey McGoey also contends that we should be asking more questions about how philanthrocapitalists gain access to public resources and positive media publicity. 24 McGoey notes that media and academic supporters of philanthrocapitalism praise celebrity CEOs for filling the gap left by the perceived 'ineptitude and waning influence of government policies', when governments are actually instrumental to the success of largescale corporate and private philanthropic endeavours. 25 Contrary to the arguments of Bishop and Green, 26 McGoey draws on case studies of public-private collaborations to show that philanthrocapitalists are neither taking innovative risks nor 'subsidizing gaps in development financing created by increasingly non-interventionist states'.
that governments (and taxpayers) are subsidising the philanthrocapitalists, and corporate research and development strategies. For example, Vodafone, now the world's second-largest mobile operator, was offered matching funds of nearly GBP 1 million from the UK's Department for International Development, and a Vodafone subsidiary was offered nearly USD 5 million from the Bill and Melinda Gates Foundation in 2010, to roll out M-Pesa, a system that enabled African villagers without access to conventional banking to pay bills through text message on their mobile phones. 28 Vodafone is currently rolling out M-Pesa in Europe.
In summary, both supporters and critics of celebrity philanthropy contend that celebrity involvement in charitable causes is important because it attracts media publicity and therefore public attention and resources. Celebrity involvement with charities is a 'win-win' situation in the eyes of supporters because it raises public awareness and support and resources through media publicity. For critics, celebrity philanthropy entrenches Westernstyle capitalism and associated inequality, distorts policy agendas, directs resources in problematic directions, and (re)creates a privileged class of western consumers who believe that they can deliver salvation to the rest of the world by consuming the 'right product'.
However, neither supporters nor critics of celebrity philanthropy typically question the underlying assumption that all these proclaimed effects flow from media publicity.
Rethinking media interest in celebrity-endorsed charity and the case of China
The assumption that celebrities help 'causes make news and capture the public's attention' is challenged by a quantitative survey of celebrity-endorsed philanthropy conducted by Thrall et al. 29 Their survey is based on a random sample of 147 celebrities from Celebopedia.net, an online encyclopaedia of entertainment and sports celebrities, and an examination of the 2006
Forbes 100, a list of the top ranking celebrities in the USA. The survey findings show that 'although most celebrities participate in various forms of advocacy, rarely do even the most famous celebrities get sustained attention from mass media news organisations for advocacyrelated activity'. 30 The authors conclude that 'conventional wisdom has oversold the powers of the average celebrity to move the news machine and thereby shape policy agendas', because celebrity support for charitable causes is 'almost invisible in the overall news flow'.
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We concur that commentators may overstate the importance of celebrity-endorsed charity in terms of attracting mainstream media publicity. Figure 1 provides a graphic illustration of the increased use since the 1990s of the terms 'celebrity' and 'charity' (which is the more commonly used word for 'philanthropy') in Dow Jones and the world's top media outlets (with data drawn from the Factiva database). It shows that media coverage involving the use of the term 'celebrity' increased dramatically between 1983 and 2013. The term 'celebrity' obtained just under 600 hits in 1983, that figure rose to nearly 12,000 hits in 1993 and more than 79,000 hits in 2003, reaching a high of more than 166,000 hits in 2013. The increase in the use of the term 'charity' has been even more dramatic. The term 'charity' obtained over 700 hits in 1983, that figure rose to around 22,000 hits in 1993 and 157,000 hits in 2003, reaching a high of more than 353,000 hits in 2013.
While Figure 1 suggests a rapid growth in broadcast media interest in the two distinct subjects of 'charity' and 'celebrity', it indicates a much lower interest in 'celebrity charity'. A search for the terms 'charity' and 'celebrity' obtained less than 20 hits in 1983, more than One response to this apparent paradox is that celebrity involvement is important to cause-related marketing because it helps charities and corporations to reach fragmented audiences and niche markets through social media rather than through broadcast media. Thrall et al. predict We are left with the argument that celebrity involvement in humanitarian causes promotes the interests of unaccountable elites and big business. The first objection is contradicted by the prevalence of celebrity and corporate philanthropy scandals on broadcast and social media around the world. 34 'Fame' may empower entertainment and corporate celebrities to talk to an extraordinary range of audiences and political leaders on subjects about which they are not 'official experts'. However, it does not empower them to act with impunity because their lives are subject to public scrutiny.
The example of the People's Republic of China -a developing country that is in the process of establishing an indigenous not-for-profit sector at the behest of an authoritarian government -exposes the Eurocentric nature of the claim that celebrity humanitarianism simply promotes big business and is 'no substitute' for government provision of public services. 35 The PRC's post-1978 abandonment of centralised economic planning and adoption of market-based reforms has lifted hundreds of millions of people out of absolute poverty and turned China into an emerging superpower, even as it has generated the new problem of inequality of wealth. In this historical and national context, 'boosting' rather than 'overthrowing' the market economy and private sector is seen as the best solution to development because the gradual dismantling of the socialist state apparatus in favour of the private sector has improved the quality of life for many PRC citizens. The partial privatization of the economy has provided a large proportion of Chinese citizens with increased disposable income and access to consumer goods and services, as well as more individual freedoms than at any other point in the PRC's history, despite continued controls over freedom of information.
In the Chinese context, the development of an indigenous not-for-profit sector and elite philanthropy refer to new professions, organisations and social actors that are simultaneously coming into being, largely at the behest of government to enhance public service provision. Private philanthropy was virtually eliminated in Mao-era China (1949 -1976 as the Chinese Communist Party (CCP) eliminated opposition elite groups and the Party-state apparatus became the main conduit of public services and help for the needy. post-1978 adoption of market-based economic reforms. 37 Growing demands for mobile labour, and the corollary dismantling of the rural collectives and the urban work-units, meant that the Party-state could no longer supply the rudimentary services to employees and retirees that had been the norm. The PRC Government was faced with the costly option of having to create a 'modern' welfare system from scratch: that is, a range of standardised services such as unemployment benefits, health insurance, work injury cover, disability support, maternity support, old-age retirement incomes, and so forth, that would be linked to the government's budget, and made accessible to all citizens through government, community and private service providers. 38 At the same time, a stratum of newly rich political, corporate and celebrity elites has emerged in China along with the partial privatization of the economy, and the development of a commercial entertainment sector and an increasingly commercialised media.
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The PRC Government has responded to the social demand for enhanced service provision in part by encouraging philanthropy, including volunteering, professionalised philanthropy and elite philanthropy. The Ninth Five-Year Plan for National Economic and Social Development (1996-2000) advocated the expansion of community-based volunteering. 40 The Tenth Five-Year Plan (2001 -2005 proposed developing philanthropic enterprises to supplement the inadequate social security system in the context of an aging population. 41 The Eleventh Five-Year Plan (2006) (2007) (2008) (2009) (2010) proposed expanding philanthropic enterprises to address rising social inequality and create an environment for more sustainable growth. 42 By the time of the Twelfth Five-Year Plan (2011) (2012) (2013) (2014) (2015) , the PRC Government proposed massively expanding the not-for-profit sector by using tax incentives to create a system of registered private industry, trade and professional associations, and urban and rural community organisations, that will support, and perhaps even replace, many of the government's social welfare/public charity functions.
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To facilitate this agenda, the PRC Government has made substantial changes to the regulatory framework controlling the operation of philanthropy in Mainland China. These Nineteen provinces started pilot programs allowing NGOs to register directly with civil affairs departments and, subsequently, to submit tenders for government funding, rather than having first to find a sponsoring government organisation, which was previously a major obstacle to domestic NGO registration. Indeed, scaled by the number of hits for 'charity' in the two databases the incidence of the two terms together ('charity' and 'celebrity') was slightly higher for Chinese than for Western media (3.6 per cent compared with 2.8 per cent). This suggests that mediatised celebrity philanthropy, in proportion to coverage of philanthropy more broadly, now receives a degree of attention in China comparable to that which it receives in Western media.
Methodology
The big assumption behind most discussions of celebrity-led philanthropy is that celebrity endorsement will drive media coverage and increase a charity's subsequent visibility. To test Ministry of Culture initiative) or too closely tied to corporate interests (e.g. a charitable initiative from luxury giant LVMH). We reasoned that stories about these two types of charities might reflect the overall press coverage of their parent organisations rather than media attention on the philanthropic activities themselves. containing the sum of all newspaper articles on that charity in that month. We used monthly rather than daily or weekly measures for ease of data collection and because very few charities receive regular press coverage. Indeed, the median number of newspaper articles on these charities in the entire two-year measurement period is only 5, and the mode is 0.
We collected monthly data for the year before the first celebrity endorsement to eliminate prior or seasonal trends that are unrelated to the impact of the celebrity endorsement itself. In other words, if a charity had ever-increasing newspaper coverage before it was endorsed simply looking at the press coverage in the months following this endorsement might give a misleading picture about the power of that endorsement.
We also reasoned that as some celebrities are more famous than others, their endorsements might carry more weight. To gauge the fame of each celebrity endorser, we obtained the number of 'hits' that appear about each on the Baidu search engine and their total number of micro-blog, or Twitter-like weibo, followers. 47 We recorded whether the charity had multiple simultaneous endorsements, as some charities -the Chinese Red Cross, for example -received up to 14 celebrity endorsements at once.
After collecting all this data, we ran a series of statistical analyses to tease out the effect of celebrity endorsement of philanthropies on press coverage. In particular, we conducted two kinds of analyses: a pooled panel data model where all charities regardless of the actual dates were considered together using pseudo dates (ranging from 12 months before first endorsement to 12 months following), and a long time series model where the charities were considered using a timeline of actual dates. In the case of the pooled panel model, the dependent variable is the number of newspaper articles on each charity per month, while in the time series model it is the average number of newspaper articles on our selected charities in each month from July 1999 to November 2013. We augmented both models with dummy variables (described below) to estimate the impact of celebrity endorsement. The pooled panel model aims to capture the time-invariant effects of celebrity endorsement of philanthropies on press coverage, while the time series model is useful as an alternative way to cut the data and exploit variation over time.
As this is count data, normally we would be inclined to use Poisson regression for the panel data, but overdispersion in the data, 48 especially on the low end with lots of charities receiving little coverage, indicates that a negative binomial regression is more appropriate. 
Results
Before presenting the statistical results, it is helpful to give some context on the charities themselves. One of the big distinctions among Chinese charities is between those that can raise money directly from the public (known as public fundraising foundations or gongmu jijinhui 公募基金会) and those that cannot, the non-public fundraising foundations (feigongmu jijinhui, 非公募基金会). Funding for and from the latter comes from large donations by individuals rather than from the public directly. The biggest group in our sample comprises 63 government-affiliated charities, of which fully 60 are public fundraising institutions. The fact that over two-thirds of the sample consists of government affiliated charities represents a large departure from the West, where charities are mostly private organisations. In China, however, such a proportion is unsurprising, as many NGOs or nonstate institutions aim for state affiliation or 'codependency' to protect them from the vagaries of the authoritarian political process. 49 The rest of the sample consists of: 11 international NGOs (INGOs), mostly affiliated with the UN (including the Development Program (UNDP), the Refugee Agency (UNHCR) and UNICEF); 9 non-public fundraising foundations founded by prominent individuals or private companies (including A-list celebrities such as Jackie Chan, Li Bingbing and Yang Lan); 4 public fundraising foundations started by celebrities or prominent CEOs; 3 public fundraising foundations established by state-owned enterprises;
and 1 micro-fund. In short, the large bulk of the sample consists of those able to raise money directly from the public and affiliated directly or indirectly with the Party-state. We expected that these and other charities in the sample might attract media coverage both because of their links with government, and because censorship authorities put considerable pressure on
Chinese media organisations to provide positive coverage of social issues.
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In Figure 3 , we present the average number of charity-related newspaper articles over time, with a trend line indicating that newspaper coverage of charities seems to be slowly, but measurably declining. Note that for this particular figure we have removed the three major charity outliers that receive hugely disproportionate press coverage: Project Hope, the UNDP and the World Health Organization (WHO). 2000s and has been declining ever since. If the mega charity outliers (Project Hope, the WHO and the UNDP) are included, the overall decline over time is less marked, but even here press coverage has clearly declined since the mid-2000s (see Figure 4) . Note too that overall press coverage is quite modest, with the mean number of hits per month (excluding the three outliers) only around 4.4, and the median number of articles 0. In other words, the median charity gets no press coverage at all in an ordinary month.
Figure 4: Average newspaper hits per month, with trend line and 95% confidence interval bands
Regardless of which model we used or how the models were specified, the influence of celebrity endorsement on newspaper coverage of philanthropic organisations is quite weak.
Celebrities simply do not seem to have the same sort of clout in China that other observers claim exists in Western societies. To measure the impact of celebrity endorsement of charities in China, we incorporated several independent variables into our statistical models. The first variable, 'Weibo100k', measures how many Twitter-like micro-blog followers a particular celebrity has in units of 100,000. Use of micro-blogs, or weibo (微博) in Chinese, is ubiquitous in mainland China, and here we use figures from Sina Weibo, the biggest and most popular service with over 500 million users (The New York Times, October 16, 2013, A27). Not every celebrity has a weibo account, but the large majority do, and we use this 52 In earlier versions of the models, we also included the number of hits on celebrities' names provided by the popular Baidu search engine, but this proved insignificant in all models and was omitted from final analysis.
A second independent variable, tested was whether charities had multiple endorsements from celebrities or just one. Most charities received only a single endorsement, but results ranged up to 13 endorsements for the Red Cross Foundation (in December 2005) and 14 endorsements for the Chinese Red Cross itself (in January 2004). We also included a dummy variable for the month of first endorsement itself, reasoning that any press impact was likely to be highest during this month and would tail off over time. Holding other factors constant, past press coverage is the best predictor of future coverage, regardless of celebrity endorsements. Popular charities continued to be popular, while more obscure charities did not much benefit from the reflected limelight of their endorsers. This, surely, is not the deluge of press coverage that previous literature has led scholars to expect.
The ARIMA time series model, which lines up press coverage for all charities alongside the times of their actual endorsements (averaging newspaper hits when they overlap) provides additional evidence that celebrity endorsements have little effect on press coverage ( Table 2 ). The dependent variable here is similar to that in the pooled panel data, which measures the total number of articles each celebrity-endorsed charity receives in the year before and after its first celebrity endorsement. The ARIMA time series model, by contrast, measures the average number of newspaper articles across all targeted charities over the 173 month period (July 1999 to November 2013). The major difference between the two is that the target of interest in the pooled panel data is each charity's individual newspaper coverage, while the time series model concentrates on total coverage in each month. Using a model specification with 2 lags (2,0,0) produces a result where none of the variables of interest have any predicted impact on press coverage at all, controlling for previous coverage. We also tried weighting the models by the perceived reliability of each month's newspaper coverage average. In theory, months with lots of charities represented (and averaged together) have more reliable data than months with just a single representative charity. Ultimately, however, the weighting did not much change the results, and weighted models are not presented here.
variables have any predicted impact on newspaper coverage. Again, the results suggest that celebrities have very little impact on newspaper coverage, an impact that does not much change with model specifications. No matter how the data are sliced, the evidence presented here indicates that future newspaper coverage on charities is predicted best by past coverage, with celebrity endorsement having minimal impact.
Discussion
Academic discussion of celebrity-led philanthropy has blossomed in recent years, initiating a vigorous discussion between those who see the development as a positive force for relieving social problems and those who argue that celebrities are unaccountable elites who help create and produce inequality. 56 But what if this is all a tempest in a teapot? What if celebrities simply do not matter very much one way or another? Evidence from China, home of the world's largest media market and an increasingly celebrity-oriented culture, 57 suggests that partisans on both sides are wrong. For drumming up press coverage, even the most famous
Chinese celebrities have minimal impact on even the worthiest causes. This absence of coverage is especially surprising given the relentless pressure censorship authorities put on
Chinese media organisations to promote positive coverage of social issues.
We must, of course, acknowledge the limitations of our study. Most previous work on celebrity-endorsed philanthropy has been based in Western societies; in the West, perhaps, celebrities have more impact, although the quantitative study conducted by Thrall et al. suggests otherwise. 58 We also cannot rule out more direct impact of celebrity-led philanthropy in China. It is possible that celebrity endorsements lead not to media coverage but to increased donations or a flood of volunteers for specific organisations. We have not seen any evidence for this hypothetical impact, but we cannot rule it out. Likewise, we have not evaluated the impact of philanthropic endorsement on the celebrities themselves. A cynic might argue that instead of attracting media coverage for their chosen causes, celebrities only garner more plaudits -and exposure -for themselves. 59 We have not tested this hypothesis, but it too seems unlikely. Given the fact that celebrities are fundamentally media creations, the fact that they cannot drum up newspaper coverage for society's worthiest causes is quite revealing.
In the end, evidence from China suggests that the increasing scholarly hand wringing about celebrities' impact is misplaced. Rather than being a force for good or a force for ill, Chinese celebrities seem to be no force at all.
